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Abstract

This thesis is meant to be a learning tool to help small businesses use free social media accounts
as business marketing tools. The manual is broken down into chapters highlighting the
importance of “Knowing your Audience,” “Branding,” “Constructing a Post,” “Using Visual
Rhetoric,” and “Expanding your Audience.”. This thesis uses works by scholars of English,
internet linguistics, journalism, gender theory, professional writing, and rhetoric. It is also
inspired by a survey of 18 small businesses in the Lafayette, Louisiana area. Little academic
attention is given to the continued analysis of language in social media from a critical standpoint.
I have written this thesis to influence continued research in the area of social media linguistics
and to help small businesses maximize profits by improving their social media impact.

Keywords: social media, business marketing, branding, small busines
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Academic Introduction
This thesis, “How to Maximize Your Small Business’s Impact on Social Media,” is a
manual intended to help small business owners maximize their internet impact. This project was
inspired by a survey of small businesses, personal experience in business social media, as
augmented by reference to marketing experts, visual rhetoric, internet linguistics, journalism, and
other compositional theories. This academic introduction outlines the research that has inspired
“How to Maximize Your Small Business’s Impact on Social Media.”
The manual, divided into five chapters, includes advice on “Knowing your Audience,”
“Branding,” “Constructing a Post,” “Using Visual Rhetoric,” and “Expanding your Audience.”
These chapters are also divided into subsections. Chapter One, “Knowing your Audience,” is
divided into how to find an audience and expanding that audience by adjusting language on
social media using gender and age-based approaches. Chapter One is inspired by the work of
Robin Lakoff, David Crystal, Shlomo Agramon, and Jennifer Jones. Chapter Two focuses on
brand presentation, which includes which social media platforms to use, when to post, how much
to post, what to post about, and why it is important to be consistent. Chapter Two is inspired by
the statistical analysis of Sprout Social and other social media marketing websites such as
Constant Contact and Post Planner. Chapter Three, “Constructing a Post,” focuses on
professional writing and journalistic approaches to social media. This section is inspired by
Aristotle's ethos, pathos, logos, and journalism’s inverted pyramid and feature story formats.
Chapter Four, “Using Visual Rhetoric,” focuses on the visual elements of social media including
how to stage a memorable photograph, how to take photographs for social media, how to use
graphic design, and how to implement effective rhetorical approaches. This section was inspired
largely by “What Makes a Photograph Memorable?” by Philip Isola. Lastly, Chapter Five,
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“Expanding your Audience” focuses on expanding a social media audience in order to maximize
internet impact. The chapter focuses on modes of expanding a social media audience such as
hashtagging and search engine optimization. This section is inspired by the work of Ágnes
Veszelszki, author of “#Time, #Truth, #Tradition: An Image-Text Relationship on Instagram:
Photo and Hashtag,” and Nursel Yalçın and Utku Köse’s paper, “What is Search Engine
Optimization: SEO?.” The manual concludes with a bibliography of various resources for small
businesses to use in seeking small business social media success.
To better understand small business’s usage of social media, I conducted a survey of 17
small business owners and one social media manager. The results of this survey helped to guide
my academic research. I learned valuable information by creating a Google Survey of small
businesses and monitoring the results. This survey focused on a small group of businesses in
southern Louisiana; therefore, a larger sample of businesses across various parts of the U.S. and
abroad could yield varying results.
The average follower count or number of followers of the 18 business persons surveyed
was 37,142. The most interesting questions and responses follow: including the question of
“Where did you gain knowledge about social media?.” Here, thirteen people (or 72.2%) selected
the “trial and error” multiple choice option. When the sample was asked if they were trying to
expand their social media audience, thirteen (or 72.2%) also said yes, followed by 5.6%
answering maybe. When asked what they would like to learn most regarding maximization of
internet impact, the top five multiple choice responses were “Audience Expansion,” “Visual
Posts,” “Making Captions More Engaging,” “SEO,” and “Branding,” all of which are highlighted
in the following manual. When it comes to knowing their audience, the group asked says that
66.7% have a specific audience to which their business caters. When it comes to which days,
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times, and how much to post, I received mixed responses. Starting with how often small
businesses are posting, the largest percentage, 33.3%, say that they post to their business
accounts more than five times per week. However, the second largest group of 22.2% say they
post to their business accounts less than one time per week. The best day of the week for posting
is “Friday” with 50% of those surveyed selecting it, followed by the responses “Wednesday,”
“Thursday,” and “I do not know” tied for second place. Friday is possibly the busiest day
because it is closest to the weekend. More people are looking to relax and make plans for the
weekend, therefore more people are looking online at social media. Small business response for
the usual time of day when posting was mixed, with seven or 38.9% posting in the morning,
33.5% or six posting in the evening, and 27.8% or posting in the afternoon.
When it comes to the methodology used by these businesses, 44.4% (or eight people) said
they had a method to their posting; 44.4% said they had no method to their posting process, and
11.1% or two people said they might have method. Those who did have methods involved in
their posting said that consistency was important. The tone mostly used in the language business
owners used for posts, comments, and other forms of internet engagement included 77.8%
friendly, and at a tie for second was 38.9% professional and 38.9% informal. Take note that this
section allowed business owners to select more than one response; therefore, the results do not
equate to 100%. Lastly, the most important platform used by the businesses surveyed was
Facebook. Seventeen out of eighteen or 94.4% of businesses surveyed said that Facebook was
one of the best platforms for marketing their businesses and engaging with customers, followed
by 55.6% selecting Instagram as also one of the best platforms. Therefore, I focused the manual
greatly upon these two media platforms.
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In addition to the research survey I conducted, I also completed a professional writing
internship at the New Orleans restaurant, Vessel Nola. During the internship, I monitored social
media accounts and constructed social media posts. This experience helped me to learn firsthand
some of the inner workings of small business with social media. Therefore, some of the
information provided in “How to Maximize Your Small Business’s Impact on Social Media”
comes directly from my own experience as a social media intern, rather than from research.
While interning with Vessel Nola, I also wrote a manual outlining food and beverage service for
the employees of the restaurant. Writing a server manual for Vessel is where I acquired the
desire to assemble advice and publish research regarding social media into a useful and
accessible document for small business owners and social media managers. Raised among
several family-owned small businesses, I find it is a dream come true for me to write such a
valuable resource to help small businesses grow their internet impact and subsequently their
business, as well.
The tone of this thesis is inspired by the professional writing classes I have taken. I
wanted to make the manual readable and helpful. My language is direct, friendly, and
accessible. I find the manual to be slightly academic, without the rigidity or difficulty typically
associated with academic writing. The information I have outlined academically with statistics
and text is often summarized by headings, titles, and lists. Therefore, the average person can
skim to parts of the manual most applicable to their needs. I also used various print devices
including font sizes, italics, underlining, numbering, and bullet points in order to make the
manual visually accessible.
The manual is written in a way that it can be easily referenced when a business owner is
constructing a post. A business owner can flip through and find exactly when to post, how to
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post, etc. Most research I have found via the internet includes analyzing the social media
platforms Facebook, Twitter, Instagram, and LinkedIn. Therefore, the manual focuses on these
four platforms. However, the elements of language which can be observed in the manual apply to
other social platforms not demonstrated in the manual such as Tumblr, Snapchat, Flickr, Reddit,
Pinterest, etc.
In addition to the academic research, my technical background, and social media survey,
this manual also draws from several blog-type articles by social media management and
marketing websites such as Sprout Social, Lyfe Marketing, and Post Planner. These websites
provide valuable statistics in their large databases of social media accounts.
Social media is constantly changing. The information of this manual, although pertinent
today, may not be as pertinent next year. These websites are constantly analyzing social media
data so that the businesses they support can succeed on various platforms. The academic
community is not as invested in the frustrating and continuously changing business market. For
example, if PhD students spent four years studying the current status of the internet, and the
language used, they might get easily confused or discouraged by the number of changes that the
internet goes through over this course of time. Because of the lack of academic sources providing
timely information, I did turn to other websites for their guidance, statistics, and expertise.
“How to Maximize Your Small Business’s Impact on Social Media” is a manual that will
help small businesses combine statistics, language practices, visual rhetoric, and audience
analysis to generate more audience engagement which will translate to more customers and
revenue for the business. I hope that the research and work that went into making this manual
helps to inspire new research in the field and provides small business owners with valuable
knowledge about what it takes to make more productive and captivating social media content.
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How to Maximize Your Small Business’s
Impact on Social Media

Welcome
Welcome, business owners, social media managers, and
marketing amateurs to the world of social media marketing.
This manual will help give you the tools to make your
social media business accounts and posts more effective
and engaging.
According to Statista, an online statistics portal, worldwide
social media users reached 2.34 billion in 2017 and
worldwide social media engagement is expected to grow to
some 2.95 billion by 2020. Judging by these statistics,
social media offers the largest potential market for
businesses, both small and large. If used effectively, they
have the potential to be among the most important

6

platforms for maximizing revenue opportunities in small
businesses.

Why should I use social media for my small
business?

This manual is divided into five chapters to teach you how
to:
• find and understand your audience
• discover which social media accounts to use
• learn how to construct posts, including engaging
captions and strong visuals
• learn how to expand your audience using Search
Engine Optimization, hashtags, and persuasive
language.

A social media industry report by Michael Stelzner, “How
marketers are using social media to grow their businesses,”
shows the benefits of social media for small businesses
marketers. This report shows that out of nearly 900 social
media marketers, 81% said social media enhanced exposure
for their business:
•

Throughout the manual, you may see many of the concepts
in the chapters overlap. The overlap of information will
hopefully help you to build cohesive posts and consistent
content.

•
•
•

This manual will focus on free social media tactics and will
not focus on maximizing social media through paid ads or
sponsored content. It is possible for your business to be
able to create and run impressive social media accounts
before investing in paid advertising.

•
•

Disclaimer: Some of the examples shown throughout the
manual are advertising products and businesses, but none
of them are paid advertisements.

61% said social media increased their
traffic/subscribers
56% said social media resulted in new
business partnerships
52% said social media helped them rise in
search rankings
48% said social media generated qualified
leads
45% said social media reduced their overall
marketing expenses
35% said social media helped them close
sales in business

This report was conducted in 2009, but such percentages
likely have grown exponentially in the years following.
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Chapter 1: Knowing your Audience
Tips on finding your audience:
Overview: Every business has an audience. This chapter
will focus first on learning which demographic your
business falls into and then on learning to customize posts
to these demographics in order to better engage the
audience and increase internet traffic.

1. Make sure you have business accounts on
social media.
o Check into switching your regular social
media accounts into business accounts on
Instagram, Facebook, LinkedIn, and Twitter.
Websites such as Instagram let you create a
free, business account, which shows
statistics regarding your follower
demographics for free such as age, gender,
and the location and activity of your
followers. All of this information is
synthesized into pie charts and graphs for
easy accessibility in order for business
owners to better appeal to their audience.

Key Concepts: Finding your Audience, and Audience-based
Language

Finding your Audience
Before you market to your audience, you must know your
audience. Your audience can be found using various
methods of investigation. If you have not yet found which
platform to use, you should refer to the chart below.
Questions that should be asked when finding your audience
should include their gender, age, ethnicity, education,
living environment, and income level.

2. Track your followers.
o Tracking your followers using business
accounts is the easiest way to find your
audience. Other ways to track your
followers include keeping a running tally.
By keeping a written list or spreadsheet of
all of your followers, you can keep track of
your audience demographic. However,
running tallies have the potential to be timeconsuming and tedious. Another way to

If you already know your audience, you can crossreference it with the chart below to find which platforms
are best for your business’s purposes.
If you already have social media platforms, you can
cross-reference those platforms with those that will be most
receptive of your business’s message.
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track your followers is through a survey.
Start by making a free survey via
Surveymonkey or Google Forms. Then post
a survey link on your social media page.
The survey should include questions about
your audience’s age, gender, ethnicity, etc.

The table below represents the % of U.S. adults who use
each social media platform
Facebook Instagram LinkedIn Twitter
68%

35%

25%

24%

62%
74%

30%
39%

25%
25%

23%
24%

81%
78%
65%
41%

64%
40%
21%
10%

29%
33%
24%
9%

40%
27%
19%
8%

67%
70%
73%

32%
43%
38%

26%
28%
13%

24%
26%
20%

60%

29%

9%

18%

Education:
Some college
College graduate

71%
77%

36%
42%

22%
50%

25%
32%

Environment:
Urban
Suburban
Rural

75%
67%
58%

42%
34%
25%

30%
27%
13%

29%
23%
17%

Total:
Gender:
Men
Women

3. Track accounts that your audience

follows.

Age:
18-29
30-49
50-64
65+

o In order to better understand your audience,
follow accounts, hashtags, and topics that
your audience follows. In order to do this,
you need to check your newsfeed daily and
the “following” tab on Instagram and
Twitter. In the “following” tab, you can see
all of the likes, comments, and actions taken
your followers on posts. Checking the
“following” tab will provide you with
information about your demographic and the
types of content they like and respond to,
therefore helping you to find your audience
and the types of posts they’re interested in.
The chart below provides
information on the demographics of
followers of Facebook, Instagram, LinkedIn,
and Twitter. The demographics are broken
down by gender, age, ethnicity, education,
and environment.

Ethnicity:
White
Black
Hispanic
High school or
less
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languages. For example, if you have a primary audience
that includes all of North America, you may want to post
your text in English, Spanish, and French in order to
accommodate the U.S., Mexico, and Canada. However,
when in doubt, write your posts in English.

Source: Survey conducted Jan. 3 - 10, 2018 by the Pew
Research Center.
Getting a better understanding of your followers will help
you to tailor content to meet their preferences. For
example, in general, Facebook is the social media site with
the most users. However, it may be beneficial to use
Twitter when appealing to ages 18-29, or LinkedIn when
appealing to college graduates, or Instagram when
appealing to those in urban environments.

Gendered Language
The section is designed to help you better understand the
language used by feminine and masculine speakers. It is
important to note that audiences heavily mixed in gender
may respond positively to either feminine or masculine
language or a mix of both. More information is provided
below to help you better understand feminine, masculine,
and androgynous language when appealing to your
business audience.

Audience-based Language
Once you have found your audience, you should use
information regarding their gender, age, ethnicity,
education, living environment, and income level to
construct social media posts.

Feminine Language: Best used when appealing
to women and young children.

English as the Universal Internet Language
When unsure of your audience’s nationality, it is important
to remember that the universal language of the internet is
English because of its origins in the United States (Crystal
115). However, if you do have a large internet following of
a certain country whose native language is not English, it
might be a good idea to post in their language as well in
English. Another option in accommodating an audience of
split nationality may be to write the post in two different

Feminine language extends much farther than the female
market alone. Feminine language is beneficial in marketing
to young children, as well. Robin Lakoff, professor of
linguistics at the University of California, Berkeley
hypothesizes that “most children under the age of five,
probably learn ‘women’s language’ as their first language”
(41). The children reared in homes by stay-at-home
mothers are exposed heavily to feminine language before
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they are of school age. This compounded with the rise of
online education and larger social acceptance of diversity
including the rise of nonbinary and androgynous
acceptance could greatly impact the speech with which
children associate. Therefore, when appealing to children,
feminine language should be used.

Feminine language, rather than simply being informative, is
more personal and vulnerable. Audiences respond
positively to the humanizing qualities of feminine
language. It helps the audience to know there is a person
behind the posts, not just a rigid content editor creating ads,
but a person to take them on a journey through their
business accounts and posting.

Elements of feminine writing include compliments and
apologies, involved language or language that considers
emotional response, tentative language, and tag questions.
One significant difference in feminine and masculine
writing is that “pronouns that refer to animate ‘things’ are
used with greater frequency in female-authored documents”
and “men talk more about objects, while women talk more
about relationships” (Argamon 323).

These are things that you should consider when
appealing to a feminine audience.
•
•
•
•

According to Jennifer Jones’ analysis of feminine language,
she found that “on average, women tend to use pronouns
(especially 1st person singular pronouns), verbs and
auxiliary verbs, social, emotional, cognitive and tentative
words more frequently than men” (7). Not all of these
qualities should be used when posting. Simply put,
feminine language is politer in nature than its masculine
counterpart. The appearance of compliments and apologies
also illustrates this “polite” aspect of feminine language.
Involved language, as described by Argamon, shows that
feminine writers are more relational and demonstrates their
personal investment in the subject matter.

•
•

Use first person voice.
Use compliments and apologies when interacting
with customers.
Be polite.
Use emotional language pertaining to emotions such
as love, sympathy, and excitement.
Make the post personal.
Ask your audience questions and respond to their
answers.

Example of an effective feminine post:
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review by a customer in first person. The tone of the review
is excited and upbeat. The customer is speaking positively
and complimenting the product. The post is personal in two
aspects. The first personal aspect is the photograph. The
photograph shows a close up of a woman’s abdomen—also
showcasing the product, Livia. The content of the post is
also intimate. It involves a woman, Michelle, talking about
her success with the product is in combatting her painful
menstrual cycle.

Masculine Language: Best used when appealing
to men, academics, and business professionals
Argamon “suggests that male authors are more likely to
‘indicate’ or ‘specify’ the things that they write about” (12).
Masculine language, given its need to be informative and
concise, can also create popularity among professionals.
Classic characteristics of masculine language include plural
pronouns, prepositions, aggressive language, noun
specifiers, informational language, specific language, and
large words. Masculine language tends to utilize more
plural pronouns like we, our, and us, whereas feminine
language tends to use more single first-person pronouns
like I and me (Argamon 9).
Masculine writing tends to use more prepositions like of,
to, and from, than feminine writing. Masculine language
tends to contain more general nouns, so in conjunction with
this, the nouns are usually specified for clarification.

The product featured in this photograph is Livia, a device
to manage the pain of feminine periods. The post features a
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in the shower.” This post also takes something like selfcare which is generally feminized and masculinizes it.

Masculine language is used for dominance, certainty, and
undiluted information. Masculine language is more
aggressive and informative. It is more formal and
academic, making it more dominant than feminine
language, but also less personal.
This list shows suggestions of posting when appealing to
a masculine audience.
•
•
•
•
•
•
•
•

Use second or third person voice.
Use plural pronouns like we, our, and us.
Use concise language and certainty.
Use as few words as possible to get your point
across.
Specify.
Educate your audience.
Use longer words.
Use lists and bullets.

Example of an effective masculine post:
The following social media post is from Dollar Shave Club.
Dollar Shave club is a monthly subscription to razors kits
for both women and men. However, the following post is
masculine in nature. We see this because the post uses
second person voice lays out the words in numbers or steps
as imperative commands, the language is concise, and the
post seeks to educate people on how to “get your feet clean
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Age-based Language
When appealing to audiences of various ages, it is
important to adapt your speech accordingly. For example, a
younger audience will be more receptive to internet trends,
hashtags, text shortcuts such as “omg,” “lol,” “brb,” and
“tbt.” Whereas an older crowd is not as receptive to this
type of language, they instead may be more receptive to
professional writing, presentation, and other elements of
classic marketing practices.
Each age group has a small niche. For millennials it’s
content and ads from their favorite personalities,
celebrities, YouTube stars, and social media influencers.
Adweek published a study in which 57% of millennials
stated they are willing to view sponsored content from a
brand as long as it includes authentic personalities and is
entertaining and useful.

Example of posts for audience ages 18-29:

Kylie Jenner is on the fast track to becoming the youngest
billionaire in America. She is a pioneer in the way she
markets her products. She markets through her personal
Instagram and Snapchat by wearing her own products and
taking photographs of makeup colors on her arms. Some of
14

her images are professional and some of them are not. In
her work, she creates an elite image of herself in tandem
with down-to-earth selfies, making her also relatable to the
common person. The image she has crafted of herself is the
reason she is so successful. Also, as mentioned before,
millennials prefer content from authentic personalities.
The post was made on Instagram, a social media site in
which millennials ages 18-29 dominate as the primary age
group, beating the second closest age group, 30-49 by 24%.
Kylie does not just appeal to youth because she is on
Instagram and because she has great ethos, but she also
uses the buzzwords “lipkits” and “stories.” A lipkit is a
package containing multiple products to create one lip
look—usually a lipstick, liner, and gloss. Stories are a type
of Instagram post that is usually informal because of its
short-lived internet life. Stories only last for 24 hours. Both
of these terms are widely known by millennials, but
perhaps not known by the 30+ demographic. Therefore,
this type of post appeals to a young audience and the usage
of these terms make the audience feel like it’s in on the
secret knowledge of these terms but use of such posts to a
wider audience may be unwise.

Example of posts for audience ages 30-49:

I selected this post for this specific demographic
because it includes Home Loans which are typically
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directed to appeal to older, more established adults. This
particular post features a couple, Andre and LaKeisha.
They have used Veterans United Home Loans to purchase
their home. They appear to be in the 30-49 age range and
also look relaxed, but somewhat elated.

considerate to the audience, giving them more instruction
on how to act on the post. Posts directed toward the aging
and elderly should provide more description, exact
language, and direct guidance.

Their faces display a sense of humble pride. Also, they are
wearing t-shirts which make them look like everyday
people—appealing to everyone. The photograph also
features the couple rather than the house. The focus on
humanity here, rather than the materialism involved in
making a large purchase makes this post better appeal to an
older and less instantly gratified generation than that of the
18-29 group.
This post was also made on Facebook which is most
popular amongst the age group 29-30.

Example of posts for audience ages 50+:
The next post was taken from AARP Louisiana. AARP
stands for American Association of Retired Persons. AARP
generally targets adults ages 50+ planning for retirement
and those of retirement age. This specific post features an
older woman using a tablet and is accompanied by a link to
an article on “10 Retirement Quick Tips.”
The writing on both the image and the caption are straightforward and easy to understand. Besides the older person
on the photograph, one can tell by the way the question is
presented. The caption opens with a question, “What are
your biggest financial concerns about retirement?” then
followed by “Please comment.” The post is more
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Reminder
Get familiar with your audience before you speak to them.
Your voice and message should be coherent and consistent.
Use both gender and age-based language to speak to your
audience.
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American adults on Instagram, 25% on LinkedIn, and 24%
on Twitter. However, if your audience are millennials that
are between the age of 18-29, the engagement of adults
goes up to 81% on Facebook, 64% on Instagram, 29% on
LinkedIn, and 40% on Twitter. Therefore, in addition to
starting a business page on Facebook, you might also
consider the platforms of Instagram or Twitter. Now,
LinkedIn has been
“Less is more in the
trailing the other social
media sites in
beginning”
percentages, but it
- Kelsi Duhon,
succeeds in a specific
Owner of Haus of
market. Fifty percent of
American college
Harmony
graduates are on
LinkedIn. Therefore, if you are trying to market services or
products to college graduates, this is the best social media
platform to use behind Facebook.

Chapter 2: Branding
Overview: The purpose of this chapter is to teach which
platforms to use for branding purposes, along with tips on
how to build your business into a recognizable and
cohesive brand to better attract customers and keep
customers engaged.
Key Concepts: Which Social Media Platforms to Use,
When to Post, How Much to Post, Which Elements are
Optimal for Posting, What to Post, What Not to Post, Tone,
Consistency

Which Social Media Platforms to Use
There are many social media websites, and more are being
invented every day. However, this manual focuses on the
social media platforms most popular for businesses in
2018. These platforms include Facebook, Instagram,
Twitter, and LinkedIn. Although all four of these platforms
would be effective in growing your audience or
demographic, it is important to start small. Start with one or
two social media platforms to devote your time to, then
slowly expand to other media platforms once you know the
amount of labor it takes to run your accounts consistently.

When to Post
Posting is the act of putting information, photographs,
captions, status updates on social media. What times are
best for posting? When constructing a post, it is important
to keep in mind the times and days on which you are
posting. Engagement is the traffic that your social media
account receives from posting. Engagement can be
measured by the amount of views, comments, and likes a
post receives. Engagement includes responding to

Start with Facebook. Facebook is the most widely used
social media platform in the U.S. Sixty-eight percent of
American adults use Facebook, followed by only 35% of
18

comments on posts and direct messages. The following
information is provided by Alex York via Sprout Social, a
social media management company. With over 24,000
brands, employs a data science team that regularly monitors
its customers’ engagement through algorithms. According
to Sprout Social, the best times and days for post
engagement are as follows.

Worst Days for Engagement:
•
•
•
•

Keep in mind that these times and days are based on
average optimal engagement for social media posting.
Results may vary depending on the nature of your
demographic and your primary audience. Finding best day
for engagement for your specific business requires some
experimentation.

The Best Times to Post:
•
•

•
•

Facebook: Wednesdays at 12p.m. and 2 p.m.
and Thursdays at 1 p.m. and 2 p.m.
Instagram: Wednesdays at 3 p.m., Thursdays at 5
a.m., 11 a.m., and 3 p.m. to 4 p.m. and Fridays at 5
a.m.
Twitter: Fridays 9 to 10 a.m.
LinkedIn: Wednesdays 3 to 5 p.m.

How Much to Post
Is there such a thing as too much posting?
Yes, there is such a thing as posting too much. Louise
Myers, a graphic design expert’s designs have been
featured by Disney, Macy's, Wal-Mart and more, outlines
in an article how often to post to various social media
platforms. She divides posting into three different
categories including low, suggested, and high amounts of
posting per day. Here are her findings:

The Best Day to Post:
•
•
•
•

Facebook: Thursday
Instagram: Thursday
Twitter: Friday
LinkedIn: Wednesday

Best Days for Engagement:
•
•
•
•

Facebook: Evenings and early mornings
Instagram: Sundays
Twitter: Sunday Mornings
LinkedIn: Fridays through Mondays

Facebook: Weekdays from 10 a.m. to 3 p.m.
Instagram: Tuesday through Friday 9 a.m. to 6 p.m.
Twitter: Every day from 10 a.m. to 12 p.m.
LinkedIn: Tuesdays through Thursdays
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Facebook, Twitter, LinkedIn, and various other websites.
Sharing the same posts can help you to save time.

Optimal Amount of Posting
Facebook

Instagram

LinkedIn

Twitter

3 times
per week

1 time per
day

2 times
per week

3 times
per day

Suggested 1 time per
day

1-2 times
per day

1 time per
day

15 times
per day

High

3 times per
day

1 time per
day

30 times
per day

Low

2 times
per day

Elements of Optimal Posting
Post Planner, a social media planner used by more than
276,000 professionals, collected data over the course of
their social media posting on behalf of business from 20112018. Listed below are the optimal conditions for posts as
divided by social media platform:

Optimal Posting Elements

If this quantity of posting seems overwhelming to you, it’s
okay to start less frequently as long as you’re maintaining
consistency. Post schedulers may help you to maintain
optimal levels. There are free online websites that will
schedule your posts regularly. All you have to do is upload
the times, days, captions, and visuals monthly or weekly
and the posting will occur depending on the times you have
selected. If you’re working long hours or your only
availability to post is nighttime or early mornings when
your posts do not get much exposure, these are excellent
tools for you.

Facebook Instagram LinkedIn Twitter
Best Type of
Post

Link

Photo

Link

Photo

Best # of
Emojis1

1

3

0

1

Best # of
Hashtags2

0

11

0

2

Character
Count

111

241

149

103

It is also important to note that social media posts on
various websites can be linked. For example, if you post
something on Instagram, you can also share that post to

1

2

More on these later.
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More on these later.

6. Introduce yourself and your employees or showcase
valued customers.
7. Share content pertaining to your business. These
posts can be informative, silly, and inspirational.
You can use anything you see online that pertains to
your customer demographic and is cohesive with
your business’s message for posts. These types of
post make your business seem friendly. For
example, if you are a travel agent, you might repost
or share something about “hating Mondays” with a
photograph of a beach or island.
8. Post about holidays, seasons, or events.
9. Post a Throwback Thursday or TBT. Throwback
Thursday posts highlight photographs from the past
and generate a feeling of nostalgia among readers.
10. Ask your audience a question. Although yes or no
and multiple-choice questions may prompt more
responses, you can also ask your audience openended questions requiring dialogue or fill in the
blank statements.
11. Cross-promote your other social media networks.
12. Give a shoutout to another local business you
support.
13. Thank customers for their business.
14. Thank employees for their hard work or post about
an employee of the month.
15. Repost customers’ positive posts pertaining to your
business.

What to Post
Here are a few ideas about what kinds of things to post to
your social media business accounts. This is not an
exclusive list, but one that will provide insight and ideas.
When it comes to posting on behalf of your business, be
creative. You know your business best and the best posts
will come from your knowledge of your business market
and ability to combine the two in visually compelling and
accessible ways.
1. Post your products and/or services.
2. Post a photograph of your workspace.
3. Create a series of connected posts regarding the
same content under the same hashtag. For more on
hashtags, see Chapter 5.
4. Have a contest or giveaway. Offer free products or
services for likes, comments, and/or shares. The
overhead of a contest or giveaway will be
significantly less than that of buying sponsored ads
but is still likely to reach your audience.
5. Host a Q&A session on Twitter or use the “live
story” feature that lets you share your stream in real
time on Facebook or Instagram. If you offer a
product or service, this is the perfect time to
showcase your expertise. For example, if you own a
cosmetology business, you could answer hair and
makeup questions.
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16. Conduct a social media takeover. Have an
employee, customer, or another blogger/influencer
take over your business account for the day. In
finding the right person to take over your business
account, you might have to do some homework. If
you have enough followers, an influencer or
Instagram salesperson may conduct the takeover for
exposure alone. Always offer influencers exposure
through your business accounts before offering
them money.
17. Do a “How to” or tutorial.
18. Repost your previous posts. Chances are, not all of
your followers saw your post the first time.
Repeating a post at a different time or day may
provide your business with the exposure it needs.
19. Take advantage of controversial topics. Be sure to
steer clear of politics, religious debates, and other
touchy subjects.
20. Share your business’s milestones including
employee birthdays, work anniversaries, awards,
news, etc.
More ideas from Constant Contact
More Ideas from Sprout Social

2. Unedited content. Revise, revise, revise. You can
never revise too much.
3. Political and religious debates.
4. Confrontational or rude comments to customers.
Commenting in such a way makes your business
look unprofessional. Learn from the makeup
company, Z Palette. In February 2017, the company
made a series of rude comments and tweets to its
customers on Instagram and has suffered major
boycotts even after publicly apologizing.
5. Unrelated or personal content. Your business page
is not your personal journal. Make sure that the
content you post is pertinent to your business,
industry, employees, and customers. Personal
content is not to be confused with personality which
is welcomed in business posting.
6. Insufficient information. Make sure your business
platforms have your contact information, including
your phone number, address, email, and links to
websites. Social media for businesses is there to
make it easier for customers to find your business.
The last thing you should do is make it hard for
them to gain your services.

What Not to Post

Tone

1. Too much content. Refer to the chart on Page 9 for
more information on how frequently you should be
posting to social media.

Tone is important in drawing your audience in and helping
them to easily identify your message or brand. Your tone
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needs to be consistent and never rude, insulting, or
unprofessional. For example, your audience on LinkedIn
may respond best to a professional tone, whereas if your
business is on Facebook, you may want to have a friendlier
approach.

starting out, start and stick to one account
(or at most, two accounts) for a while.

• Post regularly.
•

Questions you should ask yourself when selecting an
appropriate tone include:
•
•
•
•
•

What is the nature of your business?
What goal are you trying to achieve?
What is your audience?
What is your post about?
What might be offensive to your audience?

Consistency
•

Stick to a few social media accounts
rather than too many too early to start
with.
•

Make sure your posting is consistent.
Reference page 14 for more information
about which days are best for posting, then
stick to those posting days. For example, if
you post on Tuesdays and Thursdays
between 9 a.m. to 6 p.m., consistently, your
audience will come to expect to see from
you at this time. People respond to
familiarity. The more you post content that
is consistent in time, platform, and structure,
the more likely your audience is to respond
positively to your message and your
products or services.

• Do not neglect your social media
accounts.

Many business owners beginning to use
social media accounts make the mistake of
trying to expand across various social media
sites, but because they are unable to devote
enough time to them therefore, several of the
accounts end up being mediocre. When

•
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It’s easy to create social media accounts, but
it’s much harder to keep track of them, post
content regularly, and reply to messages and
comments. If you do not keep your social
media account at least moderately active,
you will lose followers and business. People

will notice when you go from posting
regularly to barely posting at all. Although
you may be spending time working on other
aspects of your business, your social media
followers might think that your lack of
social media activity means that your
business is no longer active or reliable. Once
you discover on which days posting works
best for you, be sure to stick with those days
and styles of posts. Your audience will
respond best to consistency.

Reminder
Keep in mind that the statistics included in this chapter are
based on the success of other businesses. It may take time
and effort to find exactly what works for your specific
business. The most important thing when posting is to be
consistent. Post using the same style, tone, times, and days
until your followers do not even need to look at your name
to know which posts are from your business in contrast to
which posts are from your business’s competition. This
kind of brand recognition will help separate you from the
competition and draw more eyes to your brand.

• Respond to comments.
•

It is always a good idea to respond to
comments, reviews, and messages, both
good and bad. More engagement with your
customers means more traffic on your page.
Social media websites now have algorithms
which adapt content the user sees based on
which posts the user likes and comments on.
Therefore, the more conversations your
profile is a part of, the more chances your
profile or posts have to be seen in the
“explore” page or on the “following” section
of Instagram.
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unnecessarily complicate and lengthen
writing.

Chapter 3: Constructing a Post
Overview: Post construction is the single most important
part of engaging customers. This chapter will highlight
strategies of professional writing and journalism to help
better engage your audience.

Tips for writing the active:
•

Put a doer before the verb.
o Example of passive: The part must have
been broken by the handlers.
o Example of active: The handlers must have
broken the part.

•

Drop part of the verb:
o The results are listed in enclosure (2).
o The enclosure lists the results. (2).

•

Change the verb:
o Letter formats are shown in the
correspondence manual.
o Letter formats appear in the correspondence
manual.

•

Eliminate unnecessary wordiness.

Key Concepts: Professional Writing and Journalistic
Approaches

Professional Writing Approach
Here are a few general rules for practicing professional
writing in social media practices.

• Use active voice.
o The voice you use when writing your post
falls into two styles, active and passive.
o Active voice uses action verbs and
straightforward language to give clear
parameters of the doer and the action in a
particular statement.
o Passive voice makes the reader unsure of
your business’s role in a statement. Passives
skews the statement’s doer and causes
problems. Passives confuse the reader and

o Eliminate words that are unnecessary to
your message, such as unnecessary
adjectives, descriptors, prepositional
phrases, and weasel words such as
“hopefully” and “try.”
o Remember that “less is more” is best when
it comes to social media posting. You
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should always be trying to condense what
you are saying both to meet word counts,
and to make it easier for your audience to
understand what you are trying to say.

Ethos, Pathos, Logos
Ethos, Pathos, and Logos are three dominant means of
persuasive speech and writing. The terms are from the
ancient philosopher, Aristotle, and are still widely taught

• Revise, revise, and revise.
o A survey of 18 small businesses found that
55.6% of businesses revised posts one time
before posting while 33.3% of businesses
revised twice or more and 11.1% did not
revise at all. When posting to your
business’s social media account, you should
be revising your posts at least twice before
posting, especially if you do not have an
editor or second reader to help in the
revision process. Although media sites such
as Facebook and Twitter have options to
help you edit captions after they are posted,
it is important to remember that as soon as
you post something, your audience will see
it. Therefore, your posts should always be as
straightforward, well-edited, and cohesive
before posting in order for you to maintain
credibility.

Ethos:
Speaker’s
credibility

Pathos: Emotion

Logos: Logic

and used by professional writers, speakers, students, and
professors. Today, I am going to teach you how they can
also be applicable to your business’s social media account.
Ethos: “Rhetoric as constructed by Aristotle consists of
three appeals, the most effective of which is ethos or
character” (Wei 146). Ethos is appeal to an audience using
authority, character, or expertise. It is important to be
authentic when posting to your social media account.
Ethos can be measured by customer reviews, responsive
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engagement with customers through comments and
messages, and regular posting. Posting regularly will help
your audience to see your business as reliable.

Example of a post with effective Ethos:
Here we have another post by Kylie Jenner. The
photograph showcases her wearing her “eyeshadow palette
& Partner in Crime gloss.” Kylie has built up her ethos or
reputation and following on her social media sites and can
therefore sell products using simply her face and simple
captions. In the Google Survey that I conducted, one of the
business owners stated, “pics of actual people wearing
clothes helps sell better than professional model stock
photos.” Audiences want to see someone they trust, a real
person, using products.

27

Pathos: Pathos is the appeal to an audience using emotion
or empathy. For example, “it has often been remarked that
a picture of one starving child is more persuasively
powerful than statistics citing the starvation of millions”
(Hill 29). By showing the humanity of something or
someone, you can captivate your audience more than if you
had simply published statistics about starving children.
However, pathos encompasses more emotions than just
sympathy, it also includes emotions of anger, humor, and
embarrassment.

Example of a post with effective Pathos:
The following is a post by Rupi Kaur. Kaur is a 26-year-old
Indian born Canadian Poet. Kaur’s first self-published
poetry and prose, Milk and Honey, sold over 2.5 million
copies. Her youth, activism, and beauty make her widely
loved by readers and followers of her Instagram.
Kaur often posts pictures of herself and her poetry. Kaur’s
work and posts are filled with pathos. She often posts her
poetry and illustrations as shown here. Kaur’s posts appeal
to emotions of self-love, romantic love, beauty, resilience,
and gentle strength.
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Logos: Logos is the appeal to reason or logic. It is
important that your posts make logical sense in order to
engage your audience. To ensure logos is properly
implemented, you should revise social posts more than one
time before publishing. Appealing to logos may include
facts, statistics, and figures to confirm the statement the
post is making. For example, if a post is telling its audience
about global warming, it helps to have statistics about the
effects of greenhouse gases or other evidence to prove to
the audience that is real

Example of post with effective Logos:
Here is a post by the Malala Fund, an organization that
teaches young girls science technology, engineering, and
math (STEM). This post’s caption uses statistics to appeal
to get its audience to care about its mission. It also shows
that the work of Malala Fund and the education it provides
will help close the gender pay gap in the future.
Bonus: In addition to this post’s appeal to logic, it also
appeals to pathos and ethos. The statistics in the post evoke
an emotional response. They could prompt the reader to
become sympathetic so that they help to support the
mission of the Malala Fund. The Malala Fund was also
started by Malala Yousafzai. She was targeted and shot by
the Taliban and is now a pioneer for women’s education.
The Fund, founded by her and in her name carries her
name’s ethos from her life experience.
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Your business’s posts will thrive online if you use all three
elements of ethos, pathos, and logos. If you find difficulty
in implementing all three of these within the same post, you
should aim for at least two.

For example, the who, what, when, where, and why of a
story go as closely to the top as possible and the least
important details go at the bottom. This is done in
journalism so that the reader can skim a story and get the
most important parts of the story without having to sit
through the entire story. This is a great technique not only
for the short attention spans of those scrolling through
social media, but also for the short captions required by
some platforms.

Journalistic Approaches
This section includes two journalistic approaches for
writing posts. Both have proven effective through years of
journalistic practices and the past nearly 10 years of online
social media.

For example, Instagram photograph captions cannot exceed
2200 characters in length which is a little over 400 words in
the English language. However, it is also important to note
that longer captions do get cut off on websites such as
Instagram or Facebook with an option for the reader to
select to read more. Therefore, it is important to frontload
the post so that the reader will know what the majority of
the post is about without having to click on the more
option. The inverted pyramid should be your default
method of posting.

The Inverted Pyramid
The Inverted Pyramid
is commonly used in
journalism. The
Inverted pyramid
relies on putting the
most important
details of a story at
the beginning and the
less important details
at the end.

Need to
know

Nice to
know
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Example of a post using the inverted pyramid
method:

This post was made by Instagram. Instagram has its own
account on the Instagram platform that features various
interesting Instagram accounts. This post features female
“Berlin-based DJ and producer Peggy Gou.” The post starts
off with a quote by Peggy Gou, then is followed by the
most important information of the story. The first sentence
has Peggy Gou’s name, profession, her current location, her
Instagram handle (@peggygou_), and her country of origin.
The rest of the story highlights Gou’s musical influences
and travels. However, if the reader only read the first line
of the story, they would know all of the most important
details, making this a good example of an inverted
pyramid.
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The Feature Story
Unlike the inverted pyramid, the feature story spreads the
story details out. The feature story is longer, more detailed,
and places the resolution at the end of the story. Rather than
leading with the all the details, who, what, when, where,
why, how, etc., the feature story resolves at the end. This
type of journalism tool gives the reader a sense of
satisfaction knowing they completed the entire piece. The
feature story is best used on social media accounts with
large word counts, such as Facebook and with older
demographics of viewers.
The feature story requires a certain level of dedication by
the reader in order to grasp the entirety of the story. The
feature story requires the reader to experience delayed
gratification. Because social media platforms are usually
viewed quickly as a means for instant gratification, this
method of writing should not be the primary one used to
reach your audience. However, the feature story can be
used to help give your customers something different,
breaking the monotony of their usual feed.

Example of a post using the feature story
method:
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are listed. In the third paragraph, there are details of the
Homecoming activities including times and date.
Each paragraph of this caption is integral to the post in its
entirety. None of the information can be supplemented for
another part of the post, making it a good example of the
feature story. The details at the end and in the middle are
just as important as the details listed at the beginning. Sure,
the opening line lets the reader know that the post is about
homecoming at ULL, but details of the people and the
event are scattered throughout the caption.

Reminder
Keep in mind professional writing practices such as ethos,
pathos, and logos, journalism practices such as the inverted
pyramid and the feature story when constructing posts for
your business’s social media.

This post was made by the University of Louisiana at
Lafayette. The post highlights homecoming week. It starts
with the announcement of king and queen and includes
history on ULL homecoming in the first paragraph. In the
second paragraph, the members of the Homecoming Court
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better for your
visual audience, as
well. An artificial
setting is a setting
indoors including
manmade items
and technology.

Chapter 4: Using Visual Rhetoric
Overview: Visuals including photographs, logos, and
graphics are naturally a large part of creating engaging
posts. This chapter will use a bit of visual rhetoric to show
you how to take engaging photographs and match visually
attractive content with language.

“Consistency matters
most. Show up every
day and be authentic!”
- Kristyn Shay, Social
Media Manager

Another large part of memorability is people. “Photos of
people are among the most memorable in our dataset
(average memorability score of 82%). Such photos are also
especially common in everyday contexts – we share photos
of each other on Facebook, remember the faces of the
thousands of friends and celebrities [25], and may be
swayed by advertisements delivered by beautiful
spokespeople. Therefore, it could be beneficial for your
business to have a spokesperson or influencer. Perhaps you
or a worker fit this role. Having a person involved in your
posts will make him or her more memorable to your
audience who will be more likely to respond.

Key Concepts: What Makes a Photograph Memorable,
What constitutes Graphic Design, How to Apply a
Rhetorical Approach to Images

What Makes a Photograph Memorable
In a study called “What makes a photograph memorable?”
that “we simply define the ‘memorability’ of each image as
how often the participants will tend to correctly detect a
repetition of the image” (Isola 2). Therefore, the study by
Isola “characterize[s] the consistency of image memory
across different observers and time delays” (Isola 1). Isola
claims that “Among the many reasons why an image might
be remembered by a viewer, we investigate first the role of
various images based [on]… color, simple image features,
object statistics, object semantics, scene semantics, and
high-level attributes” (Isola 7). Isola found that “Photos of
nature tend to be less memorable than artificial scenes
(average memorability score of 61%)” (Isola 11). This
means that pictures of artificial settings may also work
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In-N-Out Burger restaurants have been lucky enough to
find a niche crop of millennials to give them free marketing
in recent years on Instagram. Although the official In-NOut Burger account only has 79 posts, the In-N-Out
hashtag, #innout, has over 1 million posts. Influencers and
burger fiends have swarmed Instagram with photographs of
the restaurant’s iconic red and white interior, along with its
neon signs.

Example of a memorable photograph:

This photograph in particular highlights some of the
elements of memorable photography. The photograph has
great colors, it is located in an artificial setting, it accurately
showcases a product, and it has a beautiful spokesperson
who seems to be enjoying the product. All of these
elements make the audience responsive to the photograph
and to In-N-Out Burger.

Graphic Design
When putting text or graphics over photographs and
backgrounds, it is important to remember that “Facebook
ads and boosted posts place a 20% image text overlay
restriction” (Sailer). This means that images with 20% or
more text over a photograph are bad for engagement.
Therefore, your posts, regardless of whether they go on
Facebook or not, should keep the wording overlay to a
minimum. For scale, this is a photograph with 20% of text
overlay:
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Photo credits: Simon Andrys
However, this is not the same rule for infographics.
Infographics are visual representations of statistics using
compelling colors, figures, and fonts in an easily digestible
format. Infographics usually have text and figures covering
most of the visual.

Examples of an effective infographic:
The following infographic a brief chart illustrating “5 Tips
To Keep Your Chin Up.” The chart is referring to tips that
will help people to achieve balance, peace of mind, and
good mental health. The tips are laid out using numbers,
colors, and graphics. The titles are also bolded in order to
separate the titles from the explanations. This infographic is
approachable, inviting, and easy to read. The colors also
highlight the cheerful theme of the content.
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Emojis
Emojis are also a form of visual text. They were invented in
Japan in the early 1990s. Now worldwide, emojis provide
your audience with a visual representation of a word.
Emojis help make text more universal. For example,
someone who may not speak English may see smiling or
laughing emojis on your post and automatically know that
your post is supposed to be funny.
Facebook has also adopted a style of reacting to posts in
other ways than simply liking them with emojis. Instead of
simply liking a post, a Facebook user can react with a love
emoji bearing heart eyes, a sad emoji crying, and many
other options. The option to add emotion to posts has
caused engagement on Facebook to increase. Emojis can
also be beneficial in your picture captions to translate
information about the post quickly to the reader.

Example of an effective posts using emojis:
The following instagram posts are from a dessert restaurant
located in Lafayette, LA called Indulge. Indulge is
Lafayette’s only dessert restaurant and makes great use of
social media and emojis.
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This first post by Indulge clearly shows a photograph of
Halloween themed cupcakes. The cupcakes feature
skeletons that appear to be scattered over grass and dirt.
The caption talks about the seasonal Halloween treats
featured in the post. The emojis following this are sparkles,
a skull, a zombie, and a vampire. These emojis illustrate the
Halloween themed “goodies” featured in the photograph, as
well as the caption.
After this string of Halloween emojis, there’s a space. Then
Indulge uses a camera emoji to denote what in the post has
been photographed. The photograph shown is one of four.
The pastries photographed were a 6-inch red velvet cake,
red velvet cupcakes, and a 9-inch custom cake that can be
seen in the photos by swiping left to right. The camera
emoji here substitutes the word “photographed.” The act of
supplementing certain words with emojis is part of popular
culture and is a great way to engage readers with interesting
breaks in reading.
This post ends with another sparkle emoji for good
measure. Altogether, this post is a good example of how
emojis can be used both thematically and as
supplementation for words.
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This second post uses emojis to highlight the title of the
caption. Instagram does not have bolding options for
captions, so this post uses capitalization, an exclamation
point, and siren emojis to denote a “NEW DESSERT
ALERT!” The choice of red sirens specifically for this
“alert” makes the reader pay attention to the caption as
sirens are generally associated with emergency-type
situations. The sirens are also red which perhaps
intentionally connects to the red strawberry filling on the
photograph.

they evoke an emotional response. However, if your
audience is more business-oriented, perhaps collegegraduate young professionals, it may be beneficial to use
other visual appeals that are “highly rational (e.g., bar
graphs, line graphs and other visuals designed to
demonstrate statistical relationships)” (Hill 30).

Example of effective posts using a rhetorical
approach to images:

There is also one more emoji in this post. This emoji is
again a sparkle emoji which was seen twice in the last post
we analyzed. This sparkle emoji may perhaps be a
trademark sprinkled throughout Indulge’s posts.

Rhetorical Approach to Images
“An online text is rhetorical because it attempts to persuade
the audience to take action, for example, purchasing
products, changing attitudes, or simply reading on” (Wei
146). Rhetoric is a vital part of communication in the 21st
century. Good rhetoric makes the audience feel emotion.
For example, “psychological studies have confirmed the
common assumption that, in general terms, images tend to
elicit more emotional responses while print messages tend
to elicit more analytic responses” (Hill 30). This is where
it’s important to pay attention to your audience. In general,
images will be more successful on social media because
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sense of community, compassion, togetherness,
inclusiveness, and happiness.

Reminder
Graphics, emojis, and photographs help make content more
engaging. When choosing the right photographs, remember
that people often remember photographs of artificial things
over photos of nature and that photographs of people
perform the best in terms of memorability. Add these
elements to posts when possible to catch the audience’s
scrolling eyes with more than just words.

The images used by Starbucks shows how to properly use
the emotional rhetorical approach. The photographs show
team members and customers excited and engaging in sign
language at Starbucks signing store. These images elicit an
emotional response for the viewer because they highlight
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Photo and Hashtag,” there are three categories in which
hashtags can be classified. The categories are:

Chapter 5: Expanding Your Audience
Overview: In order to expand your audience, your online
media content must be accessible. This chapter will
highlight strategies to help make your content more likely
to appear in search results when people are searching for
your product or service.

1. Like-hunter Tags
o Like-hunter tags are tags that focus on
getting readers to like content. Examples of
like-hunter tags are #like4like, #instalike,
#followme. The goal of these tags is to get
more likes on pictures, but the tags are only
focused on likes and not on drawing in a
specialized audience. Although these tags
are not useful in finding a specialized
audience directly, they do gain more likes
for the post. The appearance of more likes or
comments on your post will make your post
seem more engaged. Therefore, when the
audience you’re trying to capture sees your
post, it already has likes, making it more
likely that they will also like the post.
However, like-hunter tags are not a good
way to sustain your audience and may look
unprofessional if overused. Like-hunter tags
are best used in the beginning of a social
media page but should be phased out after a
small following is established.

Key Concepts: Hashtagging and SEO for Social Media

Hashtagging
What is a hashtag?
“A hashtag is a type of label or metadata tag primarily used
on social networking websites and microblogging services.
It makes it easier for users to find content of the same topic.
Hashtags are created by inserting the hash character (#) in
front of a word or unspaced phrase” (Veszelszki 139). For
example, below are some common hashtags:
Hashtags began on the social media platform Twitter and is
are now a web-wide system of cataloguing content for
niche use. Hashtags divide content into categories which
the user of the social media platform can easily look up.
According to Ágnes Veszelszki, author of “#Time, #Truth,
#Tradition.: An Image-Text Relationship on Instagram:

2. Thematising Tags
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good for engaging your current audience
with humor and context but will likely not
help new audiences to find your content.

o Thematising tags can help people looking
for your specialized content find your post
or business page. Thematising tags focus on
the content of the photo, including things
like the people, objects, filters or edits used,
and events of the photograph. Examples of
thematising tags include: #girls, #boys,
#food, #vacation, #photography, #louisiana,
#wedding, #blackandwhite. Thematising
tags are the best for drawing in a specialized
audience who is likely searching for the
content you provide. Thematising tags are
essential when building a community-based
audience because the people that search for
them are searching for subject-specific
content.

How to Apply Hashtags
Now that you know the three basics categories of
hashtagging, it is important to know how to apply these
hashtags. According to the chart in Chapter Two, hashtags
are optimally used when posting to Instagram and Twitter.
To be exact, it is optimal to use 11 hashtags per Instagram
post and 3 per tweet. Of these hashtags, it is important for
at least half of them to be thematising tags and at
maximum, mostly thematising tags. Thematising tags are
more likely to get your post seen. It is also okay to use
contextualizing and like-hunter tags in your posts, but they
should not be the majority of your tags because they are
used to gain context and likes. These tags will not help you
to build a lasting increase in internet engagement.

3. Contextualizing Tags
o Contextualizing tags focus on the emotion,
mood, or circumstances behind a post.
Contextualizing hashtags do not necessarily
increase the audience or make the post more
searchable; instead they provide more
information about the photograph. Examples
of contextualizing tags include
#bestdayever, #justkidding, #iamsotired,
#thinkingofyou. Contextualizing tags are
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Examples of posts with effective hashtags:

Vessel Nola, the restaurant I interned with, has a beautiful
and thriving Instagram account that helps them draw in
tourists. The social media manager at Vessel Nola handles
hashtags very well. It is optimal to use 11 hashtags per
Instagram post. Vessel Nola uses 25 hashtags on this
specific post, but it works.
It works because these hashtags were applied in a comment
rather than the initial caption. This way at a glance, the post
is not cluttered with hashtags. The viewer of the post can
read the caption without the distraction of many hashtags.
Posting hashtags in the comments is a smart loophole to use
more hashtags without overwhelming your audience with
the length of the initial post.
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It is also important that not all hashtags are meant to be
seen. Contextualizing hashtags are meant to be read as part
of understanding the post. However, this post from Vessel
uses exclusively thematising tags which are the most
effective in getting the post seen by parties outside of
Vessel’s followers.

Although SEO is a process that primarily has applied to
building an internet following on websites and blogs in the
past, this section will cover SEO practices that can be used
to drive up social media engagement, as well. It is
important to remember that search engines are important
for your business. Nearly “80 percent of Internet users . . .
search for products or services by using search engines”
(Yalçın and Köse 488). These are people that could
potentially be searching for your product. However, when
searching for products and services, it is unlikely that
people search farther than the first few entries of
information provided by search engines such as Google.
Therefore, you should make it your mission to get your
business on the first few pages of that search engine’s
results.

Although all of the tags in this post are thematising tags,
they can also be broken down further into two categories.
The basic thematising hashtags in the post are the tags like
#eater, #cuisine, #cocktails, #cocktail, #spirits, #spirit, and
#booze, whereas the rest of the hashtags are location and
trend specific. These hashtags include #nola, #louisiana,
#picsofnola, #visitneworleans, #followyournola, and a few
others.

Lyfe Marketing, a social media management company with
a concentration on increasing sales revenue and return on
investment (ROI) in social media, handles web design and
search engine marketing. Lyfe Marketing put together a
few tips for maximizing SEO on social media.

SEO for Social Media
SEO stands for search engine optimization. Search engine
optimization is the practice of maximizing your visibility
online. For example, when a person on Google searches for
a specific product or service, you want to increase the
chances of that person finding your product or service
rather than someone else’s similar product or service. This
can be accomplished in many different ways, for example
the use of precise captioning, titling, hashtagging, and
content creation of posts.

How to maximize social media SEO:
1.
2.
3.
4.
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Post very frequently or post very high quality.
Use keywords and effective hashtags.
Post sexy, educational, or insider information.
Post images. Images act as one of the strongest
SEO techniques.

5. Push your brand principles when linking back to
your website.
6. Stay up to date with current social media and
Google SEO trends and rules.

This Instagram post was made by a local Lafayette, LA
burger restaurant, Broaddus Burgers. The photograph
clearly shows a roast beef patty melt on a grill, as is also
mentioned in the caption. This example has all 6 of the
elements of maximizing SEO.

Examples of a simple post with effective SEO:
First, it is a high-quality post. Broaddus Burgers posts high
quality content often, which is partially why they are so
successful on social media.
Second, the hashtags are effective. This post uses both
thematising and contextualizing tags. The themetising tags
are #RoastBeef, #Lafayette, and #Broaddus. The
contextualizing hashtag is #LimitedTime. The hashtags
here are brief but strategic.
Third, the post appears to be exclusive or insider
information. The caption reads, “The roast beef patty melt
will only be around until Friday. Get it while it lasts.” The
first sentence is informative, the second sentence is
imperative, and together the caption creates a sense of
urgency for the reader to get the patty melt soon.
Fourth, the photograph contains an image which will aid in
SEO.
Fifth, Instagram does not allow active website links on
photographs. However, the creator of the post makes
excellent use of hashtags and a location tag.
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Sixth, the only social media trend that seems to be used
here is the exclusive approach the ad takes. The line, “Get
it while it lasts” and the hashtag #LimitedTime both make
the post more easily found by those searching for limited
offers.

Final Conclusion
The most important thing to remember when posting on
social media accounts over an extended period of time is to
stay open-minded. Social media changes and evolves
quickly. In order to stay relevant, your business accounts
need to be open to change. For example, through tracking
your audience, you may see shifts in your demographic that
influence you to change your language choices, or you
might find that certain hashtags are not as relevant as they
once were, so you may need to use different ones. This
manual is meant to be a beginner’s stepping stone to social
media for business. However, it is up to you, the business
owner, to continue to grow your business’s social media
accounts with changing internet trends.

Reminder
Hashtags and SEO for social media are easy ways to help
expand your audience. Remember that it’s not about
looking for a new audience, but rather bringing the
audience already searching for your product or service to it.

Although many elements of social media change quickly,
elements of “Knowing your Audience,” “Branding,”
“Constructing a Post,” “Using Visual Rhetoric,” and
“Expanding your Audience” will remain. The basic
principles behind this manual, elements of professional,
audience-based, journalistic, and rhetorical writing will
continue to help your business’s social media accounts
thrive through changing trends.
Now, go forth and post!
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• Use active voice.
• Use thematising tags.
• Keep your business’s best interests in
mind.
• Have fun.

Final Reminders
I hope that this manual was able to provide you with some
of the tools needed to help your business succeed on social
media in the current era. Here are a few things to remember
when using social media for your business:

• You will need to use trial and error.
• Be consistent.
• Start with one or two social media
accounts.
• Do not over post.
• Keep your audience in mind.
• Revise, revise, revise.
• Adapt your social media practices to your
growing and changing audience and the
changing social media culture.
• Be friendly to customers.
• Post on optimal days and times.
• Use ethos, pathos, and logos.
• When in doubt, keep posts brief.
• Eliminate unnecessary words and
phrases.
• Respond to customer messages and
comments.

Featured Instagram and Facebook Accounts
Accounts are listed according to appearance:
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
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@myliviaofficial
@dollarshaveclub
@tanfrance
@kyliejenner
Veterans United Home Loans
AARP Louisiana
@rupikaur_
@malalafund
@instagram
@ullafayette
@mynextwanderlust
@indulgesweetspot
@starbucks
@vesselnola
@broaddus_burgers

Other Resources for Small Businesses

https://clutch.co/web-designers/resources/small-business2017-website-survey

More on the best times to post on social media:
https://sproutsocial.com/insights/best-times-to-post-onsocial-media/#how

Social media marketing industry report statistics:
https://www.socialmediaexaminer.com/social-mediamarketing-industry-report-2016/

Pew Research Center social media fact sheet:
http://www.pewinternet.org/fact-sheet/social-media/

Best times to post to social media:
https://sproutsocial.com/insights/best-times-to-post-onsocial-media/#how

All around USA small business help:
https://www.sba.gov/

Hashtagging content:
https://www.researchgate.net/publication/312034119_Vesz
elszki_Agnes_2016_time_truth_tradition_An_imagetext_relationship_on_Instagram_photo_and_hashtag_In_Be
nedek_Andras__Veszelszki_Agnes_eds_In_the_Beginning_was_the_Imag
e_The_Omnipresence_of_Picture

How frequently to post on social media according to a
marketing specialist:
https://www.forbes.com/sites/neilpatel/2016/09/12/howfrequently-you-should-post-on-social-media-according-tothe-pros/#484207c7240f
SEO techniques for social media marketing:
https://www.lyfemarketing.com/blog/seo-techniquessocial-media-marketing/
Tips about finding your business’s voice:
https://www.theguardian.com/science/blog/2015/apr/16/isyour-voice-trustworthy-engaging-or-soothing-to-strangers
Small business social media statistics:
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